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November 1942

A Summary of

Livestock Marketing
In South Dakota
W. P. COTTON 1

f
1936-40 livestock sources were responsible for 78.7
percent of all farm cash income in South Dakota, exclusive of government pay·
OR THE F I V EYEAR
PERIOD

ments. Of all the cash income from livestock sources the sales of the following
species of animals accounted for specified percentages: Cattle, 32.7; hogs, 25.5;
and sheep, 5.5 (See Figs. I an<l 2).
The distribution of livestock in the state and the boundaries of the areas
into which the state was divided for this study is shown by Figs. 3, 4 and 5.
Cattle are distributed much more uniformly over the state, with the greatest
concentration in the southeastern areas, 1 and 6 (See Fig. 3). Hog production
has its greatest concentration in the southeast in Area 1 ( See Fig. 4). Sheep
are grown all over the state, but by far in the largest numbers in the northwest
in Area 7 (See Fig. 5).
Of various services required in getting meat to the consumer, livestock
marketing of slaughter animals alone ordinarily adsorbs from 3 to 6 percent
of the retail meat price and from
7 to 17 percent of the farm value
of the livestock. 2 Of course for
Introductory Note
animals that are marketed first as
feeders and then resold later for
This publication on livestock market·
ing represents part of a regional study
slaughter the marketing costs run
conducted cooperatively with 13 other
considerably higher and conse
state agricuhural cxpc.:ri,ncnt stations in
take
a
larger
share
of
the
quently
the Corn Belt area and the .Oivision of
retail meat dollar. Therefore, it is
Marketing and Transportation of the
United States Department of Agricul
of significance to note that a high
ture, Bureau of Agricultural Economics.
percentage of livestock in South
This circular is designed and publish
Dakota is sold as feeders to be
ed as an abrcviatcd and graphic sum
later resold for slaughter.
mary of the detailed report published as
South Dakota Agricultural Experiment
Many Shifts in Livestock Mar·
Station Bulletin 362.
keting Methods During Last Two
Decades. For a number of decades
preceding World War I the maI. Assiu:tnt Economist, Asricultural Experiment Station.
2. W�at Becomes of lhe Consumer's Meal l)oll;n, Greer and Tobin, University of Chicago Press, 1936, :tnd
Pncc Spreads between the far,ner and 1hc Consumer, Been and \Vaugh, Bureau of Agricultur:tl Eco
nomics Mimcograph1 February, 1941.

2

So11tb Dakota Experiment Station Circular 41

jority of livestock was sold through terminal public markets. However,
since that time numerous developments have taken place that have caused
considerable change in marketing methods. In recent years there has been a
growing tendency to establish slaughter plants at interior points. This, t o 
gether with improvement of motor transportation facilities, has led to a great
increase in direct marketing of slaughter animals, and a decline in marketings
through shipping associations and terminal public markets.
In still more recent times, in many states, there has been considerable
development of livestock auction barns or agencies. These have diverted parts
of the volume of livestock, particularly stocker and feeder animals, from older
types of markets.
All of these changes have created new problems in the marketing of live
stock, causing shifts in methods and practices employed.
The Old Problem of Skilled Buyer Competing With Unskilled Seller
Remains. The typical livestock producer sells relatively few animals per year,
and usually sells these in several small lots. The infrequency with which he
sells, and is on the livestock market, raises the question as to how well he is
equipped to compete with the buyer who makes many purchases every day.
This question is particularly applicable in the case of cattle sales where there
is such a wide variation in grades and prices.
Farmers generally recognize that it is more difficult to differentiate be
tween the various classes and market grades of cattle, and that market news
covers these various grades less adequately than for other species of livestock.
More than 30 percent of the farmers reporting stated that they did not con
sider themselves qualified to act as their own cattle salesman.
Wide Variety Exists in Market Outlets. Livestock may be sold directly to a
packer or to a feeder by farmers or it may move through indirect channels
(See Fig. 6). Marketing agencies considered in this study were terminal pub
lic markets, packing plants, livestock auction agencies, dealers, concentration
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Fig. 1. Sources of Farm Cash Inco me in
South Dakota-1936-1940.
Source: Somh J)11k_o1a Agricultural Statistic1 Annual
Report-19-10 Agricullur:11 .Marketing Service.
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Fig. 3. Nunber of Cattle and
Calves Over 3 Months Old on
Farms in South Dakota,
April, 1940.

Fig. 4. Number of Hogs and
Pigs Over 4 Months Old on
Farms in South Dakota,
April, 1940.

Fig.;. Number of Sheep and
Lambs Over 6 Months Old
on Farms in South Dakota,
April, 1940.

yards, cooperative livestock shipping associations, retail meat dealers doing
their own slaughtering, and farmers. The distribution in the state of the
various types of marketing agencies is shown in Figs. 7, 8 and 9.
The type of market employed by South Dakota farmers in selling live
stock varies materially according to location, class of animal, and number of
animals sold per sale.
Market Channel Used Varies by Type of Livestock Sold. During 1940
South Dakota farmers sold about 15 percent more feeder than slaughter cat
tle, about 10 times as many slaughter hogs as feeders and about 5 percent
more feeder than slaughter lambs. The eastern and south central sections of

,

.
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the state ( Areas I, 2 and 6) are the principal feeding areas and produce most
of the slaughter livestock. In 1940 slaughter liYcstock sales by farmers in
these three areas represented 83 percent of all slaughter hogs; 80 percent of all
slaughter cattle and cah·es; and 70 percent of all slaughter sheep and lamb
sales made by farmers in the state {Sec Figs. 10, 11, 12 and 13).
Farmers sold about one-half of their slaughter cattle through terminal
I'. DIRECT
PACKER
�

FARMER�

:
FARME�

2. THROUGH LIVESTOCK AUCTION AGENCY
PACKER

DEALER

3. THROUGH

FARMER

TERMINAL

PUBLIC

MARKET

Fig. 6. Channels Thrnugh Which Livestock May Move when Mnkcted.
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public markets, and about _one-fourth direct to packing plants in 1940. In
contrast, one-half of former sales of slaughter hogs went to packing plants,
and slightly less than one-third to central public markets. Each ot these two
types of markets secured direct about 45 percent of the slaughter sheep and
lambs sold by farmers (See Figs. 14, 15 and 16).
Farmers sold more veal calves (about 36 percent) through auction barns
than through any other type of market. They also sold about an equal pro
portion of feeder cattle to dealers, auction agencies, and terminal public mar
kets, with sales to other farmers representing a slightly lower share. More
than one-half of the feeder hogs sold by formers \.Vere consigned to auctions.

Fig. 7. Distribution of Deal
ers and Livestock Truckers
Reported by Counties in
South Dakoia-1941

Fig. 8. Location of Terminal
Public Market Agencies,
Livestock Auction and Packing Plants in South Dakota
-1941.

Fig. 9. Number of Retail
Meat Dealers Doing Own
Slaughtering and Number
Livestock Shipping Associ.ations by Counties-I941.
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Fig. 10. Percentoge of Forms Reporting the Sale of Specified Classes of Livestock by Areas
in South Dakota-1940.

while another one-fifth were bought directly by other farmers. Dealers ob
tained over one-half of all feeder sheep and lambs sold by farmers, with an
other one-third sold direct to farmer feeders (Figs. 14, 15 and 16).
Direct sales from farmers to other farmers were more frequent for breed
ing stock of all species than were sales to any other type of marketing outlet.
The percentages of slaughter and feeder animals sold through different types
of markets is shown by areas for cattle in Figs. 17 and 18; for hogs in Figs.
19 and 20; and for sheep in Figs. 2 1 and 22.
Relationship of Size of Lot and Type of Market Used in Selling. Of the
farms selling different species of livestock about one-half sold less than six

Live Stock Marketi11g i11 South Dakota
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Fig. 11. Classes of All Cattle and Calves Sold by Farmers in South Dakota-194-0.
(Numbers in rhous..1nds by areas in the state.)
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Fig. 12. Classes of Hogs and Pigs Sold by Farmers in South Dakota-1940.
(Numbers in thousands by are;u in the state.)

cattle and less than 1 1 hogs per sale, and one-third sold less than 20 sheep
and lambs per sale (Fig. 23).
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As the size of sales of slaughter animals increased there seemed to be an
influence on the type of market selected, but in many instances this relation
ship seemed to be influenced by the location and concentration of the animals
sold, and the degree of competition of other markets. In other words, no
given type of market appeared to be first choice in all areas of the state even
where number sold per sale was considered (See Fig. 24).
As the number of feeder animals sold per sale increased, the proportion of
all species sold direct to feeders increased. The proportion of cattle and sheep
sold by farmers through auctions decreased, however, as compared to an in-

• SLAUGHTER
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a

FEEOER

D BREEDING
Fig. 13. Classes of All Sheep and Lambs Sold by Farmers in South Dakota- 1940.
(Numbers in thous:inds by art:1$ in the swte.)
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Fig. 14. Percentage of Cattle and Calves Sold by Farmers Through Various Agencies in
South Dakota- 1940.
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crease ior hogs. (See Fig. 25). Fig. 26 shows a comparison of the percentage
of all farms that sell animals in lots of specified numbers, and also the per
centage of all animals sold in those same sized lots. Only 9 percent of the
farms sold cattle in lots of more than 20 head per s:1le. These farms sold,
howner. almost one-third of all the cattle reported.
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Fig. 19. PtrctnlJgt of Slaughter Hogs and Pigs
Sold by farmers Through Various Agtnc:iH by
Art.as in South Dakota-1.940.

Fla. 21. Percentage of Slaughter Sheep and Lamb•
Sold by Farmers Through V:1rious Agencies by
Areas in South Oakorn- 1940.

:i •• -•I•••
CATTlE

f

.

:

t =��·:•._,_._..,.

111t•"'' •" ......_l(H•
• ec,,c ·•·�• • u11;111

.eoo.c.
....-os
, ,o,;_. ...,
Cl�U.
.. ..
��"''•

ANO

CAI..VtS
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by farmtrs Through Various Atcncic.J by Ar-cas
in South Dakota-19-IO.

Fig. 22. Pcrccnrngc of Feedtr Sheep and Lnmb.s
Sold by Farmers Through Various Agencies b)'
Areas in South O.ikota-1910.
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Fig. 23. Avcmgc Number of Livestock Per
Sale by Areas in South Dakota-1940.

Fig. 24. Relation of Number of Slaughter
Livestock Sold Per Farm to Type of Mar·
ket Selected.
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Fig. 25. Feeder Livestock Sold Through
Each Type of Outlet in South Dakota- B y
Areas, Classified by Number Sold Per Farm
for Each Species, 1940.

Fig. 26. Percentage of Farms Selling and
Percentage of Livestock Sold by Number of
Animals Per Sale in South Dakota-1940.
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Fig. 27. Effect of Size of Purchase on Type
of Market Selected. (Percentage of various
sized purchases from different types of markets.)
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Fig. 28. Comparison of Numbers of Feeder
Livestock Bought and Sold by Farmers in
Differmt Areas of South Dakota-1940
(Numbers in thousands.)

About one-half of the farms sold hogs in lots of 10 head or less. Only 15
percent of the farms sold in lots of more than 25 head, but sold 29 percent
of all hogs marketed.
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Approximately -B percent of the farms selling and 91 percent of the
sheep marketed, sold in lots of OYer 25 head.
Relationship of Size Lots to Type of Market Used in Buying. Purchases
in lots of more than 25 head constituted three-fourths ot all feeder cattle
bought by farmers and these were purchased by one-fifth of the farmers who
bought. Sixty-fiye percent of all feeder hogs bought by farmers were obtained
in lots of more than 25 head and were purchased by only one-tenth of the
farmers buying. Ninety-sc,·en percent of all sheep and lambs purchased by
farmers were bought in lots of more than 25 head and were obtained by about
one-half of the farmers buying.
As the size of purchases by formers of feeder livestock increased there was
a tendency to patronize producers less and auctions more for cattle and hogs,
but auctions less and producers more for feeder sheep and lambs (Sec
Fig. 27).
Relative Importance of Feeder Animal Purchases and Sales, by Areas.
Relati,·c importance o f the selling and buying of feeder livestock by farmers
in the different areas is shown in Fig. 28. In the case of cattle every area sells
more than it buys, except in Area I . I!ere more than twice as many feeder
cattle and cah·es are bought than are sold as such. Farmers in this area buy
about 65 percent of all farmer-bought Feeder cattle in the state. Farmers in
Arca 2 bought another IO percent.
Considerably more feeder hogs were bought than sold by formers in 1940
in Areas I , 2 and 8 (See Fig. 28). In the other areas, sales exceeded purchases.
Arca I alone had approximately 41 percent o f all farmer purchases in the
state, while adjacent Areas 2 and 6 purchased 23 and 18 percent respectively.
Thus, these three eastern areas bought 82 percent of the state total.
In the ca�c ot feeder sheep and lambs, Areas 1, 2 and 6 arc again the sec
tions in which farmer purchases exceeded farmer sales (Sec Fig. 28). These
areas acco1111ted for 34, I i and 19 percent respectively of the state·s total

Fig. 29. Means by Which Livestock Sold by
Farmers in South Dakota were Moved from
Farms by Arcas-1940. (Percentages of species by each method.)
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farmer purchases. Area 7 in the northwest, although the heaviest seller of
all areas, also accounted for 23 percent o f the state's farmer purchases. It is
in this area that the "Belle Fourche" lamb feeding operations take place.
Hired Truckers Main Transportation Method. Hired truckers were the
principal means by which liYestock was moved from forms to market, with
Fig. 30. Livestock Picked up at Farms by Trucks Operated by Dealers in South Dakota from
Various Distances, Classified by Species, 1940.
Fig. 31. Trade Area of South Dakota Livestock Auctions in 1940. (Percentage of various
dasses of livestock received by truck that came from specified distances.)
Fig. 32. Livestock Received at Yards of Local Cooperative Marke ting Associations in South
Da kota from Various Distan ces, Classified by Species, 1940.
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Fig. 33. Liv estock Receive d by Retai l Meat Dealers who Slau ghter in South Dakota, From
Various Distances, Classified by Species, 1940.
Fig. 34. Livestock Procurement Arca of 9 Packing Plants in South Oakota-1940 (Percent
age of various classes of livestock receiv e d by truck that came from specifie d distances.)
Fig. 35. Livestock Procurcmem Area of 6 Packing Plants in South Dakota- 1 9 4 0 (Percentage of various classe s of livestock rccch•ed by rail from specified distances.)
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Fig. 37. Sources From Which 68 Livestock
Dealers Bought Livestock in South Dakota
-1940. (Percentage bought from each type
of source by classes.)

this group moving more than 50 percent of the cattle, hogs, sheep and lambs
in practically every area of the state except the north central (Area 4). In
this area the bulk of the livestock was moved by the buyer (See Fig. 29).
Minority Reports Membership in Cooperative. Less than 3 percent of the
farmers reporting stated that they were affiliated with any form of livestock
marketing cooperative. However, about one-fourth of all livestock sold at
the Sioux Falls public market is consigned to cooperative commission firms.
Principal Problems in Livestock Marketing as Listed by Farmers. Trans
portation, current market information that would be adequate for making
time and place choices of marketing, price outlook information, expense,
price fluctuations in short periods, and price differentials for small and large
lots were listed by farmers as the principal problems of livestock marketing.
Sources and Disposition of Livestock Through Agencies Vary. Almost
one-third of the hogs and one-half of the other livestock passing through
auction rings or handled by dealers but not picked up on farms, came from
more than 50 miles from the location of the auction or dealer. A smaller
percentage of animals picked up on farms by dealers' trucks came from out
side a 50-mile radius (See Figs. 30 and 31).
Local cooperative livestock marketing associations and retail meat dealers
who slaughter obtain the greater portion of their livestock within a radius
of 25 miles (See Figs. 32 and 33).
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Packing plants received more than 90 percent of their hogs and about
two-thirds of other species by truck. About 20 percent of the truck-transported
cattle and sheep and 12 percent of the hogs came from a radius outside of 100
miles. Of the rail transported animals, about 5 percent of the hogs and 95 per
cent of the cattle and sheep came from a source more than 200 miles (See Figs.
34 and 35).
Ninety-nine and nine-tenths percent of the hogs, 96.6 percent of the cat·
tie, and 88. I percent of the sheep 1eceived at the Sioux Falls terminal market
were delivered by truck. More than two-thirds of each species transported by
truck came from within a 50-mile radius of the market (See Fig. 36).
Sixty-eight dealers obtained more than 50 percent of their cattle and calves,
more than 60 percent of their hogs, and more than 75 percent of their sheep
and lambs directly from farmers. Another 40 percent of the cattle and calves,
35 percent of the hogs and 5 percent of the sheep and lambs came from
auctions. In each species the dealers obtained a slightly larger proportion of
purchased feeder and breeding animals from farmers than of the total pur
chased slaughter animals. But a higher percentage of slaughter animals than
"other" were bought from auctions (See Fig. 37).
These dealers sold about one-half of their slaughter cattle and calves and
95 percent of their slaughter hogs and lambs directly to packing plants. The
PERCENT

80

CATTLE

Fig. 39. Numbers of Feeder and Breeding
Livestock Sold and Bought by Farmers
Through Auctions by Areas in South Dakota- 1940. (Numbers in thousands.)
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Fig. 38. Types of Markets Used by 64 Deal
ers in Selling Livestock in South Dakota1940. (Percentage sold at each type by ·
classes).
-<'.�
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Fig. 40. Buyers and Sellers of Livestock at Auctions in South Dakota, 1940. (Percentage
bought and sold by each type of agency, as reported hy auction agencies.)

h:ibnce of the sb11ghter c:ittle :rncl c:ilves were <livicled about equally between
terminal public markets and auction barns. Dealers' principal disposition o(
feeder and breeding cattle, calves and hogs was through auctions, while about
83 percent of the feeder and breeding sheep and lambs were sold direct to
farmers (See Fig. 38).
Approximately 80 percent of the cattle, calves, sheep and lambs and 60
percent of the hogs sold through 23 auctions were reported as falling in the
feeder or breeding classes. Farmers' reports indicate that they consign about
one-half o( the cattle and sheep, and about one-fourth of the hogs; while
they buy about 75 percent of the cattle, 60 percent of the sheep, and 40
percent of the hogs handled through auctions (See Fig. 39). Reports from
auction managers indicate that farmers sell the greater percentage of all
livestock consigned to auctions and buy the larger percentage of feeder ani
mals sold (See Fig. 40).

Live Stock 1lifarketi11g i11 Soutb Dakota
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Packing plants obtain about 70 percent of their hogs, sheep and lambs,
and about 45 percent of their cattle and calves from farmers direct or from
packer buyers in the country. Terminal public markets supply packers with
about one-fourth their cattle, one-eighth their calves and hogs, an<l 5 percent
of their sheep and lambs. Dealers and local cooperatives supply most of the
balance.
Of the livestock received at the Sioux Falls public market in 1940, about
one-half the hogs, 60 percent of the cattle, three-fourths of the sheep and
lambs, and 90 percent of the calves were shipped out for stocker and feeder,
breeding and slaughter purposes. The b2lance was slaughtered locally.
Trading by Head and by Weight Is Compared. Practically all slaughter
hogs and lambs sold by farmers in the state were sold by weight, but about
10 percent of the slaughter cattle and 66 percent of the veal calves were sold
by the head (See Fig. 41).
In buying stockers and feeders farmers traded by the head much more
frequently than in selling slaughter animals, with reports showing 45 percent
of the cattle and calves, 41 percent of the hogs and pigs, and 24 percent of the
sheep and lambs bought by the head.
Livestock auctions sell slaughter animals of all species mostly by weight,
while feeder and breeding animals are sold about as commonly by the head
as by weight. Sales by the head are much less prevalent at the auctions in the
eastern fifth of the state than in other areas.
A large percentage of the hogs handled by dealers are slaughter animals.
Hence, about 95 percent are bought by weight. In contrast, about 30 percent
of the sheep and lambs and 58 percent of the cattle and calves were reported
by 66 dealers as bought by the head. Packing plants bought practically 100
percent of all species by weight, with only occasional animals being bought by
the head.
Grading and Price Determination Practices Vary. Of the livestock bought
by 38 dealers about 5 percent of the hogs, and 25 percent of the veal calves

Fig. 41. Percentage of Slaughter Livestock
Sold by Farmers, by Weight and by Head,
by Areas in South Dakota-1940.

-tl W(t ll'IT

18

South Dakota Experi111e11t Station Circular 41

and lambs were reported as bought in mixed lots, were ungraded, and paid
for at a flat price per pound for the lot. Definite schedules of grades are used
by a small percentage of dealers.
On the whole, auction agencies seem to grade into fairly uniform lots in
regard to size, color, finish and weight. This is simplified by a large per
centage of the lots sold consisting of single or a relatively few animals.
Prices on practically all cattle, calves, sheep and lambs bought by dealers
are agreed upon after examination,. but one-fifth of the hogs are bought by
telephone description. This emphasizes the greater uniformity and wider
spread knowledge of grades in hogs.
Packing plants reported that a1•proximately 99 percent of hogs and lambs
were priced at the plant, but that about 30 percent of the cattle, sheep and
lambs were inspected, and had the price agreed on before being moved to the
plant.
Characteristics of Livestock Auction Agencies and Terminal Public
Markets. Of the 49 livestock auctions doing business in South Dakota in
1940, the six largest handlers of each species accounted for 45 percent of all
cattle and sheep and 36 percent of all hogs sold through auctions. Eighteen
auctions studied did an average yearly business of three-quarters of a million
dollars. Of these, the largest accounted for two and one-half million dollars
and the second largest for one and one-half million dollars.
The average number of buyers and sellers attending each sale, as reported
by 15 auctions, was 35 and I 05 respectively. The extreme low reported was
15 buyers and 35 consignors, while the extreme high was 100 buyers and
400 consignors.
Only 4 of 21 auction operators reported that they, or the auctioneer, never
bought livestock in the country for resale at the auction, nor bought at
the auction. Of 2 1 auctions reporting, four charged commissions on the basis
of percentage of gross sales on cattle, calves and horses, while three used a
similar basis for hogs and sheep. These were either flat rates or graduated on
a value basis. The balance charged by the head. But, here, the majority grad
uated their charges either on a basis of value, numbers, size of animal, or
some combination of these factors.
Each auction agency is required to post a surety bond guaranteeing the
sums due consignors of livestock or other property. The amount of this bond
ranges from a minimum of $3,000 up to the average weekly value of sales
conducted by the agency.
Every auction agency is under the supervision of the State Livestock Sani
tary board and is required to provide veterinary inspection of all livestock
handled.
All firms operating on the terminal public market are bonded and are
under supervision of the Packers and Stockyards Administration. This super
vision also includes veterinary inspection of all livestock.
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Scale Inspections Required. All livestock scales used for public weighing
are under the supervision of the Public Utilities Commission and are sup
posed to be inspected and tested periodically. In those markets which come
under the Packers and Stockyards Act scales are federally inspected at regular
intervals.

Conclusions
Transportation is one of the greatest livestock marketing problems in
South Dakota. This is voiced most frequently by producers in the Central
and Western areas of the state. Distance is primarily responsible for this
situation; distance that first must be covered to secure an economical load,
and second, distance that must be covered from the point of production to
the ultimate market. This distance means high costs in mileage, shrinkage,
bruising and crippling, non-availability of transportation when needed, and
often poor service even when obtained.
Scarcity of livestock per square mile, particularly when broken down into
slaughter and feeder classes, emphasizes the marketing problem because of
the lack of most types of marketing agencies in such areas.
The majority of farmers in South Dakota sell cattle and hogs in much
fewer numbers than truck or car lots, and hence are limited in economical
marketing opportunities, both as to transportation and knowledge of time
and place to sell.
Dealing in feeder or slaughter animals by the head in certain areas of the
state places the seller at a disadvantage compared to the more experienced
buyer.
Lack of knowledge of market classes and grades puts the producer at a
distinct disadvantage in selling or buying livestock, particularly cattle. This
lack of grade knowledge is supplemented by a scarcity of market news that
is specific enough for the producer to apply it to the particular grade of ani
mal that he has for sale.
The prevalence of consignments and purchases at live�tol:k aul:Lions by
dealers and truck buyers indicates a service rendered in this marketing proc
ess. In many cases, however, it is questionable if the volume handled by
individual dealers or methods employed in their purchases or sales, leads
to economy for either the producer or the ultimate consumer. This is par
ticularly true of those dealers who buy at one auction agency and sell at
another.
The desirability of the practice of some auction operators buying or spon
soring purchases in the country for resale at their auctions, or of purchasing
at the auction, is open to question.
Terminal markets are criticized by a few producers on the grounds of
differentiating in the price paid small and large shippers, and high costs of
yardage, commission and feed.
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Packing plants purchasing livestock directly at their plant or in the coun
try receive some criticism on the grounds oE lack of competition and differen
tiation i n price for small shipment.
Wide price fluctuations from day to day are a source of concern to most
producers, and are a distinct detriment to efficient transportation and orderly
marketing.
Future reforms in livestock marketing in South Dakota will probably be
centered about more efficient assembly and transportation methods; an im
proved system of grading and pricing; the direction of those grades toward
those outlets which have the greater demand for particular grades at a par
ticular time; dissemination of more descriptive market news in regard to
specific grades; control of the extent to which prices may fluctuate from day
to day; and still greater attention toward bringing the buyers and sellers of
feeder livestock into direct contact with one another in sufficient volume to
insure competitive pricing, efficient transportation, and more equal bargain
ing strength. The more attention the individual marketing agency pays to
these factors the better will it serve the livestock industry and thereby per
petuate itself.

